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44 SUPERMARKET BUSINESS: DECEMBER 1982 


ADVERTISING 


Chain TV Advertising Up as Newspaper Avail- 
ability Shrinks (July, p. 7) 

Spanish-Language Media: The Sure Way to 
Sell to Hispanics (Aug., p. 28) 

What Kind of Ads to Run: Pretest Measures 
Ad Power (Oct., p. 6) 

Send Holiday Greetings With Strong ‘Theme’ 
Ads (Oct., p. 18) 

Use of Ad Supplements Is Up 5% (Nov., p. 6) 

Giant the First Supermarket to Caption Tele- 
vision Spots (Nov., p. 6) 


ADVERTISING (COLUMN) 


Looking to TV to Build Up Image (Jan., p. 29) 
Advertising for the Common Good (April, 
p. 11) 


AssociaTIONS 


PMA Update Guide to Fresh Produce (March, 
p.IB 4) 

Dairy Dishes and Recipes (March, p.IB 4) 

‘Second City’ Hosts FMI Forum (April, p. 4) 

FMI Show Spotlights Economy’s Twists, Tech- 
nology Strides (May, p. 6) 

NASM Prepares to Go ‘Live’ with Computer- 
to-Computer Ordering (May, p. 45) 

PMA Convention Heads for ‘Sun City’ (Sept., 


p. 8) 
Data Sysiems Meeting Set for Capital City 
Nov., p. 6) 


Basy NEEDS 


Despite Baby Boom, Retailers Resist Space 
Pressures, Opt for Better Merchandising 
(Sept., p. 88) 


BakeD FOODS 


Consumers Spent $23 Billion for Baked Foods 
in 1981 (Aug., p.BFM 8) 

Promoting Sales in the Stores: Toward Mak- 
ing Your Store the Source for Baked Foods 
(Aug., p.BFM 10) 

Marketing Roundup: Product Promotions Con- 
tinue Despite Recession (Aug., p.BFM 12) 

Boosting Bread Sales (Aug., p.BFM 14) 


Beveraces 


Water Vending Machines: A Profitable New 
‘Department’ (Feb., p. 12) 
New Packaging: Aseptics Are Here (March, 


. 5) 
A&P Bombs on Food, Wins on Booze in Con- 
necticut (May, p. 6) 
Slower Growth Spurs Soft Drinks, Market Share 
Melee (May, p. 37) 

Beer: A Heady Conflict Is Brewing, (May, p. 41) 
Reformulated .5 Liter PET Package Could Have 
5% of Soft Drink Market (Aug., p. 8) 
Supers Sort Out the Suds With Space Manage- 

ment (Sept., p. 92) 


CANNED GooDs 


Facing Versus Blocking: Which Is More Effec- 
tive? (June, p. 13) 
Stop & Shop Adds No-Salt-Added Line (Aug., 


p. 8) 

Retailers Cautious About Aseptics, Prefer 
Promos and Generics to Move Product 
(Sept., p. 102) 

Canned Salmon Goes to Market with a ‘Seal 
of Approval’ (Dec., p. 6) 


Cereals 


High-Nutrition Varieties Predicted to Grow 
10% a Year as ‘Adult’ Cereals Proliferate 
(Sept., p. 86) 


CualN STORES 
1980-1985: Grocery Store Sales Up, Market 


Share Down (June, p. 8) 
Chain TV Advertising Up as Newspaper 


Availability Shrinks (July, p. 7) 

Kroger Sells Insurance (Oct., p. 6) 

50 Top Publicly Owned Food Chains (Oct., 
p. 16) 


ComPuTERIZATION 


Handheld Data Entry Units Increase Com- 
puter Capability (Jan., p. 33) 

Double Benefits with Computerized T&A (Feb., 
p. 33 

Computers: A Primer for the Small Oper- 
ator (March, p. 5) 

What Price Glazed Doughnuts? (March, p.IB 
1) 

Tax Break in Support of Software R&D (March, 
p. 16) 

Diagnostic Support Center Cuts Computer 
Maintenance Costs (April, p. 41) 

Why Program Your Retail Accounting Con- 
trol System for EDP? (April, p. 60) 

USC Nearing State-of-the Art Readiness (May, 
p. 6) 

NASM Prepares to Go ‘Live’ with Computer- 
to-Computer Ordering (May, p. 45) 

1985: Minicomputers to Provide Major Ad- 
vances in People and Productivity Man- 
agement (july, p. 8) 

For Independents ... Productivity Is a ‘Do- 
It-Yourself’ Project (July, p. 10) 

On-Line Computer System at Richfood (Aug., 
p. 18) 

Supers Team Up to Install Cost-Saving ‘Debit- 
Card’ Payment System (Sept., p. 8) 

Going Computer in Produce? Plan a Bene- 
fits Projection First (Sept. p. 34) 

Distributed Processing Can Be Key to In- 
creased Warehouse Productivity (Dec., 
p. 35) 


CoNSUMER AFFAIRS 


They're Fighting Bottle Bills by Promoting 
Recycling (May, p. 39) 

Survey Advises: Solve Complaints and Keep 
70% of Complainers Loyal (July, p. 7) 
Nutrition Network Has Yet to Connect (Sept., 

p. 10) 


Consumer EXPENDITURES STUDY 


35th Annual Consumer Expenditures Study 
(Sept., p. 37) 


CoorPorATE FEATURES 


Mott’s ShopRite: A 25-Store Chain Tools Up 
For 25 More (April, p. 6) 


Dairy 


Milk Case Marauders: A $90 Million-a-Year 
Ripoff (May, p. 61) 

Aseptic Packaging: Is Milk Moving Out of 
the Dairy Case? (June, p. 8) 

Dairy: Low-Fat Growing—Imports and Do- 
mestic Are Big Cheese (June, p. 37) 

A Diet to Lower Egg Cholesterol (Sept., p. 8) 

‘National Passion’ for Natural Foods Creates 
Healthy Turns for Yogurt, Natural Cheese, 
Low-Fats (Sept., p. 104) 


DELiBAKERY 


Carry-Out Goes Gourmet (Jan., p. 25) 

Betting on Deli-Bake (March, p.IB 2) 

Set Marketing Survey of Instore Bakeries 
(March p.IB 3) 

Ingle’s Committed to Instore Units as Profit 
Centers (March, p.IB 3) 

Safeway, D’Agostino Lead With Instore Bak- 
eries/Delis in Drive for Urban Markets 
(March, p.IB 3) 

Scott's Adding Instore Units as a Part of Re- 
modeling Plan, (March, p.IB 3) 

Theme Meal Recipes (March, p.IB 4) 

Focus on Deli Training (March, p.IB 5) 

What Price Glazed Doughnuts? (March, p.IB 
11) 

Publix Has Dual Approach to Bakery (March, 
p.IB, 13) 

Deli-Bake as Image Maker (March, p.IB 18) 








Catfish Luring Shoppers to Deli Department 
(Oct., p. 4A) 

Jerry's Homemade Sausage Key to Deli Mar- 
keting Plan (Oct., p. 4A) 

I.B. Survey: Freshness Image Vital Part of Deli- 
Bake Strategy (Oct., p. 6A) 

Cake Delivery Franchise Targets Supermarkets 
(Oct., p. 6A) 

Free Recipes and Serving Suggestions (Oct., 
p. 8A) 

Training Bakers (Oct., p. 9A) 

Say Cheese! (Oct., p. 13A) 

Pasta Pays (Oct., p. 13A) 


Diet AND GOURMET FOODS 
Carry-Out Goes Gourmet (Jan., p. 25) 


Epitor’s view 


Damn the Budget -—Let’s Have a Happy New 
Year (Jan., p. 5} 

Gotcha! (Feb., p. 11) 

Closing the Loop (March, p. 3) 

Betting on Deli-Bake (March, p. IB2) 

Productivity Is Our Hair Shirt (April, p. 3) 

Time for a Thinking Revolution (May, p. 5) 

You'vé Got to Get Them in the Boats (June, 
p. 7) 

A New Beginning — Let's Get at It (July, p. 5) 

Living May Be a Hazard to Your Health (Aug., 


p. 4) 

New Technology Is the Only Thing That Will 
Replace the Supermarket (Sept., p. 7) 
When All Else Fails, Try Merchandising (Oct., 

p. 5) 
Merchandising as a Storewide Concept (Nov., 


p. 5) 
Summing Up (Dec., p. 5) 


Emptoyees 


Foodarama Program Certifies Checkers (Feb., 


p. 12) 

Retail Bakers Push for Work Rule (March, 
p. IB 3) 

Employees Want to Hear It (March, p. 5) 

SNAFU in Pension Plan Reporting (March, 
p. 5) 

Focus on Deli Training (March, p.IB 5) 

Deli Training: Suppliers’ Side (March, 
p. IB 8) 

Brookshire’s ‘Grocery Grab’ Goes Over Big, 
Gets Good Press Too (April, p. 4) 

Productivity—Changing Perspectives Sug- 
gest There’s No Quick Fix (May, p. 9) 

Psychological ‘Ownership’ Is a QC Benefit 
(May, p. 10) 

Defusing Management Conflict (May, p. 21) 

A Ralphs Checker: Probably One ina Million 
(May, p. 61) 

Interactive Training System at Publix ‘Talks 
Back’ to Employees (Oct., p. 6) 

Training Bakers (Oct., p. 9A) 

Hard Times Hurt Merit Raises (Nov., p. 6) 

Improve Checker Accuracy and Productivity 
Without Expensive P-O-S Equipment 
(Nov., p. 43) 


ENercy 
Energy Bonus (July, p. 28) 


Equipment 


Store Planners’ 1982 Equipment Directory 
(Dec., p. 38) 


ETHNIC 


Hispanics: A Waiting Market of 15 Million 
(Aug., p. 25) 

Mexican Food Sales Still Hot and Spicy (Aug., 
p. 26) 

Spanish-Language Media: The Sure Way to 
Sell Hispanics (Aug., p. 28) 

Profiling Hispanics’ Food Preferences and 
Prejudices (Aug., p. 28) 

The Mexican Market: Tortillas ... and Toys, 
Tonics, Toothpaste and Tablewear (Aug., 
p. 31) 

Hot Tips on Mexican Food (Oct., p. 8A) 


No Eoads | 
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No Eoads | 























FLORALS 


Floral Marketing to Bloom (Feb., p. 12) 
Floral —They’re Growing Big Bucks in Those 
Supermarket Greeneries (Feb., p. 18) 
Floral Merchandising at Bruno’s: Going for 

the Gift Givers (Feb., p. 20) 


Foop BROKERS 
A Southern Broker Responds (Feb., p. 12) 


FROZEN FOODS 


The Great Whipped Topping War (May, p. 54) 
Low-Calorie, High Quality and Single Serves 
Swing Profits for Frozens (Sept., p. 106) 


GENERAL MERCHANDISE 


Books and Magazines: Watery Eyes vs. Chins 
Up (March, p. 23) 

Survey: Toward a New Philosophy of General 
Merchandise (June, p. 23) 

Why Not Sell GM Like Groceries? (June, p. 31) 

Hinky Dinky and GM Are Old Friends, but 
Some Problems Still Exist (June, p. 34) 

Greeting Cards: A Department to Consider 
(July, p. 30) 

Supplier Efforts Push Housewares Sales in a 
Slow-Starting Year (Sept., p. 80) 

A Talk with George Novicoff (Dec., p. 21) 


Generics 
Generics Now Hurting Private Label (Sept., 


p. 8) 
A&P Private Label Gets New Identity (Sept., 


p. 8) 
Ralphs Flies a Flag for Generics (Nov., p. 6) 


GoverNMENT 


SNAFU in Pension Plan Reporting (March, 
p. 5) 

Tax Break in Support of Software R&D (March, 
p. 16) 

A National Food Strategy Needed? (April, 


p. 4) 
Big Imbroglio About Beef Grading: Who's For, 
Who's Agin’, and Why (June, p. 8) 
Mandatory Sodium Labeling (July, p. 7) 


GREETING CARDS 
A Department to Consider (July, p. 30) 


GROCERY STORE SALES 


1980-1985: Grocery Store Sales Up, Market 
Share Down (June, p. 8) 

35th Annual Consumer Expenditures Study 
(Sept., p. 37) 

Sales and Profits Are Flat at Best— But Man- 
agement Skills Are Getting Better (Sept., 
p. 37) 

Highlights of 1981 (Sept., p. 37) 

Shopper Budget Breaks $50 Barrier (Sept. 
p. 37) 

Grocery Store Sales Top $221 Billion, But 
‘Real’ Growth Is Slight (Sept., p. 38) 


HEALTH AND BEAUTY AIDS 


On the Way: Solutions to the HBA Puzzle 
Through Scan Data Analysis (April, p. 13) 

Hair Care Special Supplement (April, p. 19) 

Cosmetics and Skin Care Special Supple- 
ment (April, p. 47) 

Buyers Tighten Inventories; ‘Natural’ and 
Salon-Type Hair Care Items Pace Fast 
Movers (Sept., p. 76) 


HEALTH FOODS 


Health Foods Fad Matures . .. Now It's ‘Natu- 
ral Foods’ and ‘Nutrition Centers’ (July, 
p. 15) 





P&G's BRAD BUTLER 
“WE'RE LISTENING 











INDEPENDENTS 


For Independents . . . Productivity Is a ‘Do-It- 
Yourself’ Project (July, p. 10) 

Brodbeck’s: Fine Tuning the Total Store (July, 
p. 11) 

The Mexican Market: Tortillas ... and Toys, 
Tonics, Toothpaste and Tablewear (Aug., 
p. 31) 


INDUSTRY ISSUES 


Food Execs Look at ’82 (Jan., p. 11) 

The New Year's Challenge: A Changing Mar- 
ket and Retailer (Jan., p. 15) 

Productivity — Part I of a Series (March, p. 20) 

Productivity Changing Perspectives Suggest 
There’s No Quick Fix (May, p. 9) 

The Buyer/Seller Relationship: Why Problems 
Persist (July, p. 37) 

Fresh Meat Marketing Comes of Age (Aug., 
p. 18) 


Macazines & PAPERBACKS 


Watery Eyes vs. Chirs Up (March, p. 23) 


ManaGeEMmENT 


Focus on Deli Training (March, p.IB 5) 

Why Program Your Retail Accounting Con- 
trol System for EDP? (April, p. 60) 

Defusing Management Conflict (May, p. 21) 

Hinky Dinky and GM Are Old Friends, But 
Some Problems Still Exist (June, p. 34) 

A Sparkling Produce Department Depends 
On an Organized Manager (Sept., p. 23) 

How to Control Receiving and Cut Out 
Shrink (Dec., p. 37) 


MarkeTING 


NABSCAN Taking Off in a Big Way (Jan., p. 6) 

Food Execs Look at ’82 (Jan., p. 11) 

Smaller Chains & Independents: A Profes- 
sional Market Study Is a Must for Site 
Evaluation {Jan., p. 34) 

Slower Growth Spurs Soft Drinks, Market 
Share Melee (May, p. 37) 

Reformulated .5 Liter Pet Package Could Have 
5% of Soft Drink Market (Aug., p. 8) 
Fresh Meat Marketing Comes of Age (Aug., 

p. 18) 

Marketing Roundup: Product Promotions 
Continue Despite Recession (Aug., p. 
BFM 12) 

Hispanics: A Waiting Market of 15 Million 
(Aug., p. 25) 

Profiling Hispanics’ Food Preferences and 
Prejudices (Aug., p. 28) 

Jerry’s Home-made Sausage Key to Deli Mar- 
keting Plan (Oct., p. IB 4A) 

Coupons Grow 9x Since 1965 (Oct., p. 6) 

Cake Delivery Franchise Targets Supermar- 
kets (Oct., p. IB 6A) 

Coupons Bring in Customers and Boost 
Impulse Sales; More Suppliers to Issue 
‘Timeless’ Coupons (Oct., p. 8) 

Mall Recipe Promo Ties In Brands and Supers 
(Nov., p. 6) 

Canned Salmbn Goes to Market with a ‘Seal 
of Approval’ (Dec., p. 6) 


Makrketinc (COLUMN) 


The Great Whipped Topping War (May, p. 54) 

Liquid Soaps Go Head-to-Head for Their Place 
in the Shower (June, p. 36) 

‘Pinpoint Power Is the Marketing Punch That 
Makes Cable TV Work (Sept., p. 32) 


Mear 


How Scanning Data Can Improve Your Meat 
Department (March, p. 44) 

Big Imbroglio About Beef Grading: Who's For, 
Who's Agin’, and Why (June, p. 8) 

Meat Seminar Corrals Customers (Aug., p. 8) 

Fresh Meat Marketing Comes of Age (Aug., 
p. 18) 

On-Line Computer System at Richfood (Aug., 
p. 18) 








Central Cutting at King Soopers Going Strong 
(Aug., p. 19) 


Meat (COLUMN) 


Heavy Industry Effort Promotes Beef: ‘It Satis- 
fies’ (Feb., p. 28) 

Follow This Merchandising Primer to Put 
Your Best Grind Forward (Aug., p. 40) 


MERCHANDISING 


The L.A. Turkey Wars (Jan., p. 6) 

The New Year's Challenge: A Changing Mar- 
ket and Retailer (Jan., p. 15) 

At Long Last You Can Merchandise Specific 
Produce Nutrients (Jan., p. 30) 

Floral—They're Growing Big Bucks in Those 
Supermarket Greeneries (Feb., p. 18) 

Floral Merchandising at Bruno's: Going for 
the Gift Givers (Feb., p. 20) 

Deli-Bake as Image Maker (March, p.IB 18) 

Breaking the Barriers to Better Strawberry 
Sales (March, p. 47) 

Lettuce Leaves "Em Swooning for Salad 
(April, p. 44) 

A&P Bombs on Food, Wins on Booze in Con- 
necticut (May, p. 6) 

This Summer, Plan to Display the Best Fruit 
Crops Ever (May, p. 30) 

Beer: A Heady Conflict Is Brewing (May, p. 40) 

Facing Versus Blocking: Which Is More Effec- 
tive? (June, p. 13) 

Survey: Toward a New Philosophy of General 
Merchandise (June, p. 23) 

Why Not Sell GM Like Groceries? (June, p. 31) 

Hinky Dinky and GM Are Old Friends, But 
Some Problems Still Exist (June, p. 34) 

Dairy: Low-Fat Growing—Imports and Do- 
mestic Are Big Cheese (June, p. 37) 

There’s an Art to Getting Gorgeous Ripe 
Tomatoes from Green Ones (June, p. 42) 

Health Foods Fad Matures . . . Now It’s ‘Natu- 
ral Foods’ and ‘Nutrition Centers’ (July, 
p. 15) 

Large Cheerful Melons Make Good Mass Dis- 
plays (July, p. 33) 

Consumers Spent $23 Billion for Baked Foods 
in 1981 (Aug., p.BFM 8) 

Promoting Sales in the Stores: Toward Mak- 
ing Your Store the Source for Baked Foods 
(Aug., p.BFM 10) 

Boosting Bread Sales (Aug., p.BFM 14) 

Follow This Merchandising Primer to Put 
Your Best Grind Forward (Aug., p. 40) 

Pears: A Fruit for All Seasons (Aug., p. 44) 

Move Over Bananas, Apples Are Pushing to 
Be #1 (Sept., p. 28) 

They Know How to Put Apples on Top (Sept., 
p. 28) 

HBA: Buyers Tighten Inventories; ‘Natural’ 
and Salon-Type Hair Care Items Pace Fast 
Movers (Sept., p. 76) 

GM: Supplier Efforts Push Housewares Sales 
in a Slow-Starting Year (Sept., p. 80) 
Cereals: High Nutrition Varieties Predicted 
to Grow 10% a Year as ‘Adult’ Cereals pro- 

liferate (Sept., p. 86) 

Baby Needs: Despite Baby Boom, Retailers 
Resist Space Pressures, Opt for Better 
Merchandising (Sept., p. 88) 

Tobacco: Is Space Management Becoming a 
Burning Issue? (Sept., p. 90) 

Supers Sort Out the Suds with Space Man- 
agement (Sept., p. 92) 

‘Diet’ Snacks? Buyers Add Natural, Light, 
Low-Salt Chips, Cut Slow Movers (Sept., 
p. 94) 

Pet Needs: Suppliers Combat Generics with 
‘Naturals,’ Flavor Enhancers, Gourmet 
Lines (Sept., p. 99) 

Canned Goods: Retailers Cautious About 
Aseptics, Prefer Promos and Generics to 
Move Product (Sept., p. 102) 

Dairy: ‘National Passion’ for Natural Foods 
Creates Healthy Turnovers for Yogurt, 
Natural Cheese, Low-Fats (Sept., p. 104) 

Frozen Foods: Low-Calorie, High Quality 
and Single Serves Swing Profits for 
Frozens (Sept., p. 106) 

Catfish Luring Shoppers to Deli Department 
(Oct., p. IB 4A) 





HEALTH FOODS FAD MATURES. 








Jerry’s Home-made Sausage Key to Deli Mar- 
keting Plan (Oct., p. IB 4A) 

Help the Holiday Shopper Shop the Whole 
Store (Oct., p. 18) 

Fresh-Squeezed Orange Juice Is What Some 
Shoppers Want (Oct., p. 35) 

Bananas Gain Foothold as ‘The Athlete’s 
Food’ (Nov., p. 45) 

Scan Data Coming to Cigarettes— Slowly 
(Dec., p. 18) 

Safeway’s Magowan Casts Produce as the #1 
Store Draw (Dec., p. 32) 


NonFoons BUSINESS 


The New Year's Challenge: A Changing Mar- 
ket and Retailer (Jan., p. 15) 

A Warehouse Unit's GM Chaos? (Jan. p. 17) 

Why NonFoods Business? (Jan., p. 17) 

View from the Top: The Issue Is Balance (Feb., 
p. 21) 

Books and Magazines: Watery Eyes vs. Chins 
Up (March, p. 23) 

On the Way: Solutions to the HBA Puzzle 
Through Scan Data Analysis (April, p. 13) 

NASM Prepares to Go ‘Live’ with Computer- 
to-Computer Ordering (May, p. 45) 

Survey: Toward a New Philosophy of Generel 
Merchandise (June, p. 23) 

The Buyer/Seller Relationship: Why Prob- 
lems Persist (July, p. 37) 

The Mexican Market: Tortillas . .. and Toys, 
Tonics, Toothpaste and Tablewear (Aug., 
p. 31) 

Two New Super Stores: A Study in Contrasts 
(Oct., p. 23) 

New Technology for Shelf Space Control 
(Nov., p. 37) 

A Talk with George Novicoff (Dec., p. 21) 


OPerarions 


Double Benefits with Computerized T&A 
(Feb., p. 33) 

Shaw’s System Uses Scan Data for Automatic 
Reorder (March, p. 8) 

UPC Scales and Computers Now Track the 
Whole Store (March, p. 12) 

Diagnostic Support Center Cuts Computer 
Maintenance Costs (April, p. 41) 

Checkstand Primer (July, p. 22 

Central Cutting at King Soopers Going Strong 
(Aug., p. 19) 

Focus on Equipment: Today’s Technology 
Moves the Supermarket into a New Era 
(Nov., p. 17) 


PERSONALITY PROFILES 

George Weissman—The Un-Typical CEO at 
Philip Morris (Jan., p. 21) 

P&G’s Brad Butler: ‘We're Listening Now’ 
(Oct., p. 11) 

A Talk with George Novicoff (Dec., p. 21) 


Pet NEEDS 


Suppliers Combat Generics with ‘Naturals,’ 
Flavor Enhancers, Gourmet Lines (Sept., 
p. 99) 


PHARMACY 


Pharmacy: Food Store Profit Elixir (March, 
. 30) 
No ‘Magic in Pharmacies Without Careful! 
Planning (March, p. 32) 

Survey: In-Store Pharmacies (March, p. 35) 
Design—A Look All Your Own (March, p. 36) 
Retail Focus ... Byerly’s (March, p. 38) 
Retail Focus ... Vons (March, p. 40) 


Propuce 


Blueberries Go ‘Boom’ and Taste Like Fresh 
(April, p. 4) 
Fresh Advice on Banana Ripening (Sept., 
49} 


A Sparkling Produce Department Depends on 
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an Organized Manager (Sept., p. 23) 
Going Computer in Produce? Plan a Benefits 
Projection First (Sept., p. 34) 


PRODUCE (COLUMN) 


At Long Last You Can Merchandise Specific 
Nutrients (Jan., p. 30) 

Farmers Grow the Produce, Then They Hel 
You Move It (Feb., p. 30) 

Breaking the Three Barriers to Better Straw- 
berry Sales (March, p. 47) 

Lettuce Leaves "Em Swooning for Salad 
(April, p. 44) 

This Summer, Plan to Display the Best Fruit 
Crops Ever (May, p. 30) 

There's an Art to Getting Gorgeous Ripe To- 
matoes from Green Ones (June, p. 42) 
Large Cheerful, Melons Make Good Mass 

Displays (July, p. 33) 

Pears: A Fruit for All Seasons (Aug., p. 44) 

Move Over, Bananas, Apples are Pushing to 
Be #1 (Sept., p. 28) 

Fresh-Squeezed Orange Juice Is a Whistle- 
Wetting Service Some Shoppers Want 
(Oct., p. 35) 

Bananas Gain Foothold as ‘The Athlete’s 
Food’ (Nov., p. 45) 

Safeway’s Magowan Casts Produce as #1 
Store Draw (Dec., p. 32) 


Propuctivity 


Productivity — Part I of a Series (March, p. 20) 
Productivity —Changing Perspectives Sug- 
gest There’s No Quick Fix (May, p. 9) 
For Independents ... Productivity Is a ‘Do- 
It-Yourself’ Project (July, p. 10) 

Olszeski’s Hartville, Ohio, IGA: Profit Pro- 
jection by Department Is Working (July, 
p. 11) 


PUBLISHER'S NOTE 


The Power Was Always at Retail (Jan. p. 38) 
A Man of Conviction (May, p. 67) 
A Progress Report (Oct., p. 37) 


SAMI 


HBA Outpaces Most Food Items in’81 (Feb., 
p. 23) 

HBA Softens After Strong Pre-Holiday Surge 
(March, p. 25) 

SAMI Hikes Market Coverage (April, p. 4) 

Coming Up All-Category Gainers: Deodor- 
ants, Oral Hygiene, Skin Care Products 
(April, p. 18) 

HBA Has All-Category Gain: Hand and Body 
Creams & Lotions Leading (May, p. 49) 

Spring Coughs and Colds, Cuts and Bruises, 
Put Proprietaries and First Aids Ahead 
(June, p. 29) 

Best Showing in Months (July, p. 38) 

Overall Growth Rate Slows — Hair Care Prod- 
ucts the Culprit (Aug., p. 35) 

First Loss Period Since February (Oct., p. 25) 


2-Month Upswing Shows Some Mixed Sig- 
nals (Nov., p. 39) 

Poison Scares Hurt Some HBA Categories, 
But the Roof Hasn't Caved In (Dec., p. 23) 


SCANNING 


NABSCAN Taking Off ina Big Way (Jan. p. 6) 

Scanning— Phase II (March, p. 7) 

Shaw’s System Uses Scan Data for Auto- 
matic Reorder (March, p. 8) 

UPC Scales and Computers Now Track the 
Whole Store (March, p. 12) 

How Scanning Data Can Improve Your Meat 
Department (March, p. 44) 

On the Way: Solutions to the HBA Puzzle 
Through Scan Data Analysis (April, p. 13) 

Talking Scanners Inspire More Trust and 
Confidence, Customers Say (May, p. 6) 

For Independents ... Productivity Is a ‘Do- 
It-Yourself’ Project (July, p. 10) 

Olszeski’s Hartville, Ohio, IGA: Profit Projec- 
tion by Department Is Working (July, p. 11) 

Brodbeck’s: Fine-Tuning the Total Store (July, 
p. 11) 

Checkstand Primer (July, p. 22) 

To Obtain Relevant Scan Data, Exception Re- 
porting System Is Top Priority (Oct., p. 32) 

Supermarket ‘Voice’ Silenced in Northeast 
(Dec., p. 6) 

Electronic Watchdogs Monitor Checker Theft 
(Dec., p. 17) 

Scan Data Comin: to Cigarettes—Slowly 
(Dec., p. 18) 


SECURITY 


Milk Case Marauders: A $90 Million-a-Year 
Ripoff (May, p. 61) 

How to Control Receiving and Cut Shrink 
(Dec., p. 37) 

Electronic Article Surveillance: New Way to 
Put a Crimp in Shoplifting (Dec., p. 15) 

Electronic Watchdogs Monitor Checker Theft 
(Dec., p. 17) 


SNACKS 


‘Diet’ Snacks? Buyers Add Natural, Light, Low- 
Salt Chips, Cut Slow Movers (Sept., p. 94) 


SOCIAL TRENDS 


Teen Shoppers: The Profit and the Loss (Jan. 
p. 6) 

Lonely Crowd Revisited (Jan., p. 6) 

Betting on Deli-Bake (March, p. IB 2) 

Senior Citizens Lead in Weekly Shopping 
Trips (Sept., p. 10) 

College Kids: A New Breed of Consumer 
(Dec., p. 6) 


STORE DESIGN 


Scott’s Adding Instore Units as a Part of Re- 
modeling Plan (March, p.IB 3) 
Design—A Look All Your Own (March, p. 36) 


Retail Focus .. . Byerly’s (March, p. 38) 
Remodeling: What. When. Why. (July, p. 19) 
Energy Bonus (July, p. 28) 

Checkstand Primer (Aug., p. 22) 


STORE FORMATS 


Mayfair's Newest Foodtown: Heavy Service 
Without the High Price Image (Feb., p. 14) 

Class Comes to the Warehouse Concept (March, 
p. 19) 

Retail Focus ... Byerly’s (March, p. 38) 

Retail Focus . .. Vons Grocery (March, p. 40) 

Inserra’s Is a People Store (May, p. 17) 

Supermarket Serendipity at Byerly’s Ridge- 
dale (June, p. 16) 

Once a Mountain Home, Village Market 
Brings Food to the Forest (Sept., p. 17) 

Two New Super Stores: A Study in Con- 
trasts (Oct., p. 23) 

Stop & Shop and Food Mart— Worlds Apart 
Within 280 Miles (Dec., p. 8) 


STORE PLANNING 


Smaller Chains & Independents: A Profes- 
sional Market Study Is a Must for Site 
Evaluation (Jan., p. 34) 

No Magic in Pharmacies Without Careful 
Planning (March, p. 32) 

Checkstand Primer {Aug., p. 22) 

Store Planners’ 1982 Equipment Directory 
(Nov., p. 27) 


STORE PROMOTIONS 


Keeping Customers Healthy Keeps Them 
Around P&C Longer (June, p. 8) 

Hot Dog Promo Started as a Gag, Doubles 
Independent's Category Sales (July, p. 7) 

Meat Seminar Corrals Customers (Aug., p. 8) 

Big Bear Goes to Bat for Recycling (Sept. 
p. 12 

Safe Driving Contest Spurs Safer Year-Round 
Driving (Oct., p. 6) 


SUPPLEMENTS AND ADVERTISING 
INSERTS 


The Alchemy of Grocery & Drug (March) 
Instore Business (March) 

Hair Care (April) 

Cosmetics and Skin Care (April) 

Store Remodeling (July) 

Baked Foods Merchandiser (August) 
Instore Business (October) 


TECHNOLOGY 


Scanning — Phase II (March, p. 7) 

Shaw’s System Uses Scan Data for Automatic 
Reorder (March, p. 8) 

Why Mechanized Retrofits Are Becoming 
More Common (May, p. 11) 

UPC Scales and Computers Now Track the 
Whole Store (March, p. 12) 

Focus on Equipment: Today’s Technology 


Moves the Supermarket into a New Era 
(Nov., p. 17) 

New Technology for Shelf Space Control 
(Nov., p. 37) 


TECHNOLOGY (COLUMN) 


Handheld Data Entry Units Increase Compu- 
ter Capability (Jan. p. 33) 

Double Benefits with Computerized T&A 
(Feb., p. 33) 

How Scanning Data Can Improve Your Meat 
Department (March, p. 44) 

Diagnostic Support Center Cuts Computer 
Maintenance Costs (April, p. 41) 

UCS Nearing State-of-the-Art Readiness 
(May, p. 6) 

Figure Specific Dollar Benefits for Your T&A 
Application (May, p. 29) 

Proving Those Automation Benefits Begins 
With an In-Store Test (June, p. 40) 

1985: Minicomputers to Provide Major Ad- 
vances in People and Productivity Man- 
agement (July, p. 8) 

Long-Range Planning: Another Shot at a 
Moving Target (Aug., p. 17) 

Going Computer in Produce? Plan a Benefits 
Projection First (Sept., p. 34) 

To Obtain Relevant Scan Data, Exception Re- 
porting System Is Top Priority (Oct., p. 32) 

Improve Checker Accuracy and Productivity 
Without Expensive P-O-S Equipment 
(Nov., p. 43) 

Distributed Processing Can Be Key to In- 
creased Warehouse Productivity (Dec., 
p. 35) 


ToBacco 


Tobacco: Is Space Management Becoming a 
Burning Issue? (Sept., p. 90) 

Scan Data Coming to Cigarettes—Slowly 
(Dec., p. 18) 

Tax Increase Expected to Slow Cigarette 
Sales (Dec., p. 18) 

New Brand Intros Off Sharply in ’82 (Dec., 
p. 19) 


VIDEO GAMES 


A Department to Consider (July, p. 30) 
Video Games: Star or War in Your Store? 
(Nov., p. 22) 


WarEHOUSE STORES 


A Warehouse Unit’s GM Chaos? (Jan. p. 17) 

Class Comes to the Warehouse Concept 
March, p. 18) 

Finast Redefines the Warehouse Store (Nov., 
p. 10) 


WarEHOUSING 


Productivity — Part I of a Series (March, p. 20) 
USDA Makes Case for Consolidated Delivery 
(Dec., p. 6) | 
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ANNOUNCING 


The 1982/83 
Poly-Vi-Sol 

Winter Deal 
Promotion 


From January 10 to February 25, 1983, you can 
buy Poly-Vi-Sol® Circus Shapes at special 
winter promotion prices featuring: 


© 5% off invoice and $7.00 per case adver- 


¢ Extended dating of 2%/45, net 60 days 
For complete details, write: 


Mead dingo 


NUTRITIONAL DIVISION 
46 


Dept. 
Evansville, Indiana 47721 


© 1982, Mead Johnson & Company e Evansville, indiana 47721 U.S.A. 
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products. 


Address & Tele 


N.Y. 14502. 








Notice 
to all retailers 


Periodically, Mobil Chemical 
Company’ Plastic Division Consumer 
Department offers promotional 
discounts and/or special allowances 
for displaying, advertising and 
promoting its Hefty® line of 


For details send your Name, 

one Number to 
your local Mobil Chemical sales 
representative or write to: Mobil 
Chemical Company, Plastics 
Division, Consumer Department, 
Sales Promotion Group, Macedon, 


Mobil Chemical Company 
Division of Mobil Oil Corporation 
Consumer Department, Macedon, N.Y. 14502 




















